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SUPER BOWL WEEKEND 

HIPPO CLUB PUCE BONAVENTURE 

- — -==" (^\sALON DE PARIS • ■ _ r^\SÀLOM DE PARIS 

HIPPJtLUB HIPPJtLUB 



PLACE BONAVENTVRE ■- 

Frlday January 24: 

•Free Super Bowl pennant for 
first 50 fans 

•Uve horse racing from Hong Kong 
(midnight) 

Saturday January 25: 

• Free Super Bowl souvenir mug 

for first 100 fans 

• Racing from Gulfstream Park, FI 

(1 pm) and 

• Beautiful Santa Anita (3:30pm) 

$2 drafts $1 cokes 

Sunday January 26: 

Super Bowl Sunday 

•Test your handicapping skills and win 
two tickets to see the Canadiens at 
the Nlolson Centre. 

Contest starts At 12:30pm. 

• Free super Bowl souvenir mug for 

first 100 fans 
• $2 drafts $1 cokes 

•Authentic super Bowl Merchandise 
will be given away every hour. 

• Free halftime buffet (approx 8pm) 



PUCE BONAVENTVRE 



Doors open at 11 :30am. 

Races all day and night. 

A promotion every day!! 

Catch the action and 
go home a winner! 

HIPPO CLUB, the 
sports bar where you 
can bet!!!! 
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Metro Bonaventure HIPPcrCLUB 

Galleries des boutiques PLACE BOHAVtNTWE SSIS 

University and St Antoine 



lnfO:397-2236 



DO to GRANO 




Thursday, 
January 23 

• The McGill Film and Video 
Festival general meeting, 3475 
Peel, from 18h to 19h. 

Friday, 
January 24 




on all our mouthwatering desserts 
during January & February 

Toblerone. Chocolate Cheesecake. EuphOreo, 

White Chocolate Brownie. Dark Chocolate Brownie. 
Pecan Pie. Apple Cnsp. Banana Chocolate Cake. 

Marble Cheesecake. Carrot Cake. Tiramisu 

cale r sandwich emporium 3647 St.-Laurent 840-9000 



• Tom LeGrand lecture: 
Université de Montréal’s Depart- 
ment of Demography, 12h30. 

• FLUX magazine benefit 
party at the Cabaret (2111 St. 
Laurent) featuring Dominatrix 
and Drag show. Admission $5, 
22h. 







Come see for yourself. 



Kibbutz 
experiences. 



University 

options 
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Come see its 

Wed. Jan. 29 

McGill University Union, rm 107 
11 -2:30pm 

or Tues. Jan 28 6:00-9:00pm 
YM-YWHA, 5500 Westbury 

FINANCIAL AID AVAILABLE 
Info: Ruthie 345-6449 

Montreal Israel Experience Centre/ JEC 



Anguish to 
Hope 



•. Lori Bell: Médecins Sans 
Frontières lecture: “Sentinel site 
food security and nutritional sur- 
veillance in Mozambique” Purvis 
Hall, 1020 Pins, room 24. 8h30. 

Monday, 
January 27 

• McGill Women’s Union 
(Shatner423) meeting for women 
interested in volunteering, I6h30. 
Info: 398-6823. 

Tuesday, 
January 28 

• The Montreal Chest In- 
stitute’s Smoking Cessation Pro- 
gram Tuesdays, 18h-20h. Register 
849-5201, ext. 2503. 

Wednesday, 
January 29 

• Dr. Norma Joseph, De- 
partment of Religion, Concordia 
University leads a text study on 
Rabbi Moshe Feinstein’s work on 
the education of Jewish women. 
Shatner B-09/10, 12h30. Info: 
845-9171. 



PIZZA, DELI & BAR 

2020 METCALFE 

(corner de Maisonneuve) 844-4949 



Uîeux 

CHICAGOS 







WEEKEND BLITZ 

Black Label Beer 625ml 
$3.50 
Wings 20G 



MONDAY TO SUNDAY 
BREAKFAST LUNCH SUPPER 
& DAILY MENU MON-FRI 11-4 



MULTI LEVEL 
AMBIANCE 
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killer plan|J| 

by Noémi Tousignant 'Jjfei; ÿ ^ 

Little shop of Horrors is a ter- Macbeth who set the scene for bloodstained 
rifying kind of play. Not so souls and weighty moral dilemmas. They then 
much for its audience, but fling their capes aside and burst into shoo-op 
rather for its director and cast song; leading the action into a precise and 
who have the delicate job of layered, yet fairly standard “musical” style. Just 
avoiding any of the excesses as banality begins to set in, a lusty cry for 
which come so naturally with blood slices through the room as the carnivo- 
musicals. The musical theatre rous plant emerges from her leaves. I was sur- 
style, whether it be tragic or prised that this role had apparently never 
comic, always seems to be a been assigned to a female in former produc- 
parody of itself. It all ready tions. 

lacks the dignity of theatre and This alteration, along with the Macbeth 

the intensity of opera, but tak- twist, add a whole new shine to the evil side 



style, whether it be tragic or 
comic, always seems to be a 
parody of itself. It all ready 
lacks the dignity of theatre and 
the intensity of opera, but tak- 



ing itself too seriously would of the play’s morality. The lust for fame, for- 
be its worst fate. tune and sa which pervades the story is given 

Director Kevin Clement and his company a glamorous sheen, which enables the crea- 
have cleverly escaped crumbling into banal- tion of some brilliant contrasts between 
ity and sappiness, while managing to conserve ‘good’ and ‘evil’ and magnifies the pull-and- 
a touch of these essential elements in the ap- tug in the moral dilemmas. While the female 
propriate places. The subtle yet striking al- figures hold the power of desire in their 
terations made by Clement to the original hands, the men are portrayed as bumbling 

script are mostly responsible for making Lit- idiots hypnotized by temptation or as comi- 

tle Shop a witty, eye-catching and seductive cally inept, clownish figures, 
production. . The female characters were especially well 

The play opens with the three witches of cast The shoo-op girls (Penny Charbonneau, 



by Jameela Jjeeroburkhan 



I Sometimes you need a break. A 
break from pseudo-punk pubescent 
performances. A break from the 
same bands and the same sounds 
monopolizing the city’s musical 
landscape. Or perhaps you weren’t 
aware Montréal had a music scene 
to begin with. 

This Montréal trio — guitarist 
and lead vocalist Sam Galaxy, bass- 
ist Tex and Ivan on drums — is a 
merging of sounds, style and skill. And smiles, 
too. Talking to William, like seeing the band 
perform, is very entertaining. 

“We're a total mix of all the stuff we like," 
explains Galaxy. 

That “mix" has a definite British accent: 
the Beatles, early Stones (Brian Jones-era), the 
Kinks, as well as more recent bands like the 
Smiths (no, they claim the name does not 
come from the song), the Charlatans UK and 
the Stone Roses. 

But how r can one say ‘Britpop’ without 
evoking misleading Oasis comparisons? 

“It’s a wide kind of margin, but the name 
is pinpointing” says Ivan in reference to the 
Britpop label. “We’re not British, we’re Cana- 
dian. Sloan is Canadian, but you wouldn’t call 
them Britpop, although they do have a cer- 
tain (similar) sound. If they were in England, 
they'd be huge." 

Galaxy aplains the members have very lit- 
tle in common with British pop-rock bands, 
acept elements of the sound. 

“We’re not from lower-middle class back- 
grounds, we’re not from Manchester. We’re 
all from Montréal. 1 prefer to call us 'Colonial 
pop'," he says with a grin. 
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“We’re soul,” retorts Ivan. Ta laughs. 
Ivan turns to him anxiously and says, “VCfcll, 
there’s an R&B influence in the Charlatans 
(UK)." 

Tex agrees. “Of course, that’s where 
rock ‘n’ roll comes from.” 

There is definitely something about 
William’s music that recalls the meeting of 
M o t o w n 
R&B and 
Liverpud- 
lian rock ‘n’ * 
roll. Songs • 
are conta- 
gious, com- 
position is 
rigorous 
and playing 
is very tight. 

A 1 - 
though 
William are 
only less 
than a year 1 
old, the 

band’s live performances do not sound like 



“It’s all up to word-of-mouth," remarks 
Ivan. “People just go to see their friends. It's 
great when there are faces in the crowd that 
we’ve never seen before." 

Galaxy continues, “It's not the same in 
Halifax or Toronto; people (there) actually go 
out to see bands.” 

“It’s so strange,” comments Ivan, “but if 

you’re 
from 
Montréal 
and you 
play 
Montréal, 
it’s very 
hard to get 
known." 

Is it a 
question 
of being an 
English- 
speaking 
band in 
Montréal? 

“ W e 

played a show in Cowansville where the 






practice sessions. They are experienced— [French-speaking] crowd was very support- 

for the most part— as Galaxy and Ivan have ive,” Ivan says in response. “They just wanted 

played together since their days at Loyola to see a live band." 

High School, including six years with the “There are a lot of great bands in 
now defunct Grover. Montréal," affirms Galaxy, pointing to the 

Having grown up in this city, William Deers, Marlowe and Rev 32 as aamples, “but 

have a slightly cynical sense of the there’s nothing to cultivate them." 



‘Montréal music scene’. 

“It would be fun to feel like there was a 
supportive environment," says Ta. But this 
isn’t what the band has found. 



Ivan smiles at the farming analogy about 
to flow from his lips: “Just because you get a 
bunch of seeds, doesn’t mean you’re going 
to have a good crop. You have to work on it." 



Jennifer Finestone and Tamar Tembeck) are 
sassy and limber, and their strong voices add 
spunk to the requisite mob-chorus scenes. 
The deep full voice of the plant (Olivia 
Saragosa) was appropriate for the powerful 
role of the seductress, and was set in contrast 
with the prissy and undemanding air of 
Audrey (Ellen McKinney), who plays the in- 
nocent side of seduction. The quality of the 
instrumental accompaniement and of the 
choreography allowed it to run smoothly, 
even over the slower and sappier bits. 

Some other small alterations, such as a few 
local references, were thrown in to make the 
play more at home on its stage They were 
clever but not really necessary to make die 
audience identify with the themes of the play. 

Little Shop was neither painfully long nor 
loud, not unecessarily sappy and only fleet- 
ingly moralizing. While far from transcending 
the attributes of a musical, it was as subtle 
and dignified as this style will allow. 

Little Shop of Horrors continues at Play- 
er's Theatre January 23-25 at 8 pm. Tickets 
are $12, $8 for students. 



Montréal cold 



William feel that the Montréal media gen- 
erally does not help in this initial cultivation, 
but instead often promotes people who al- 
ready enjoy a degree of success. The Montréal 
ska scene, for example, had already estab- 
lished a fairly large following before it was 
’announced’ in the Gazette and the Mirror. 
William do not see a lot being done to dis- 
cover what is out there, what is unknown. 

Nonetheless, William do not imagine 
themselves moving to Toronto any time soon. 

Instead, the band will be playing a series 
of shows in the upcoming week, including 
one at Concordia’s Reggie’s on Saturday. 

Besides performing, the band is also busy 
working on a demo CD, entitled “Albatross," 
which they plan to send to radio stations and 
various record labels, including the Charla- 
tans UK’s Beggars Banquet Records. The band 
is not low on aspirations. 

“I’d like to make it onto Rita land 
Friends/," muses Tex dreamily. “They have 
that huge sing-along at the end." 

Ivan explodes with laughter and Ta looks 
indignant, trying to convince his fellow band 
member of the opportunities Rita McNeil has 
to offer. 

Meanwhile, Galaxy sums up the bands 
plans with a smile, “We’re planning a tour of 
Eastern Europe. But until then, we’ll continue 
our constant tour of Montréal." 

Wiliam play tonight, January 23, at 
Clydes in Pointe-Claire; January 25 at 
Reggie's in Concordia; January 30 at Café 
Chaos on St-Denis; and February 1 in To- 
ronto. rrvr 
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An early word of praise for The Peo- 
ple vs. Larry Flytit in Film Comment 
declared, “(the film] succeeds for 
the most part as a boisterous, en- 
tertaining, skillfully commercial 
Hollywood film with artistic edges." 
That sounds less optimistic than it 
should. In the months preceding 
the release of Tire People vs. Larry 
Flynl (January 10 in Montréal), the 
critical consensus of rave reviews 
dressed up the picture as an auda- 
cious, revealing, albeit entertaining, 
examination of an era of American history. 
Janet Maslin in the New York Times wrote of 
its “crusading intelligence.” David Ansen in 
Newsweek found it “a brave, spectacularly 
entertaining and unexpectedly stirring." The 
sequences dealing with Flynt’s legal battles 
for the right to ‘express himself' (relying on 
the first amendment for his defence) were 
treated with enthusiasm one would normally 
deem fit only for art. 

But then again, Larry Flytit has been mer- 
chandised as a work of serious art. The direc- 
tor, Milos Forman, has always been a percep- 
tive observer of the social order which binds 
highly individualistic human Ixings (One Flew 
Over the Cuckoo's Nest, Ragtime, Valmont). 
However, his resolutely impersonal style has 
already led him to direct shallow commercial 
works, often devoid of any intelligence (Hair, 
Amadeus). The h'oplc vs. Larry Flynl is crass 
popular film-making: superficially enjoyable 
and amusing, but also undeniably offensive 
and irresponsible towards any political issues 
it supposedly raises. 

This is the type of prestige picture Holly- 
wood releases at the year’s end to influence 
the voting decisions for the Academy Awards 
in their favour, and possibly to boost the film’s 
box office performance, as it is still in release 
when the Oscars come around. Pictures such 
as Schindler's List, lit the Name of the Father, 
Sense and Sensibility, and Nixon were all 
labeled with the stamp of Art for the sake of 
commercial success. The so-called audacity or 
honesty that many of them purport is illusory, 
even fraudulent. Conventional, superficial, 
melodramatic and pretentious, they are the 
products of Hollywood’s programmatic film- 
making. Their subject matter suggests Big 
Ideas, but within the film itself, there is hardly 
ever a single idea. 

The People vs. Larr)' Flynt has all the un- 
fortunate characteristics cited above, and is 
offensive to boot. Granted, the directing is 
well-executed, as Forman does his usual good 
job of staging the action at a quick pace. The 
scenario itself, devised by Scott Alexander and 
Larry Karaszewski (Ed Wood), is funny, occa- 
sionally witty, and full of snappy dialogue. But 



the film’s frivolity detracts attention from its 
more objectionable viewpoints. Worse still, it 
adopts the hypocritical stance of champion- 
ing the rights of free expression, when this 
film’s mentality is clearly a reactionary one. 

A real American hero 

As envisioned by the scenarists, Larry Flynt is 
a brash, naive, earnest (in an early scene, he 
declares, “I'm just trying to make an honest 
buck") pornographer who sincerely went 
about his business of marketing women's 
bodies with the intention of ‘exalting’ female 
sexuality. Hustler (which emerged during the 
70s) is a more “honest" version of Playboy. 
Whereas the latter’s eroticism is of a toned 
down nature, unexplicit and very safe, Flynt’s 
pornography revels in the most outrageous 
extremes, because supposedly this is w-hat sex 
is really all about. Larry Flynt is out to print 
the truth. Alexander and Karaszewski could 
have been a little more truthful themselves 
by exposing the more objectionable projects 
Flynt undertook. 

As Gloria Stcincm writes in a perceptive 
analysis, “Filmgoers do not see such Hustler 
features as Dirty Pool, which in January 1983 
depicted a woman being gang-raped on a pool 
table. [...] You won’t meet Chester the Mo- 
lester the famous Hustler cartoon character 
who sexually stalks girls. [...] You certainly 
don’t see such Hustler illustrations as a 
charred expanse of what looks like human 
skin, with photos of dead and dismembered 
women pinned to it." 

What we do see in Larry Flynt arc the 
much less degrading images: for example, a 
woman bearing her vulva, something com- 
mon to Playboy at that time. The cartoons 
themselves are hardly provocative: the char- 
acters of The Wizard of Oz engaging in an orgy, 
Santa Clause bearing an erection for his wife 
and asking, “Is this your Ho-Ho-Ho?” Much 
of the film’s spirit is equal to those cartoons 
— playful, promiscuous, funny and a little silly. 
The courtroom episodes are no exception. 
They have a bravura appeal to them; we’re 
incited to cheer, not to think. 

But this joyful portrait has been crafted 
with the intention of winning over our sym- 
pathies for the glamourized protagonist. 
There’s nothing antipathetic about this Larry 
Flynt; as played by Woody Harrelson he’s 
funny and charismatic. Even at the end, wheel- 
chair-bound (after being shot by a sniper) and 
fat, he conserves an eccentric appeal. 
Harrelson overacts, howling throughout the 
scenes, but his performance serves only to 
keep Flynt likable. Larry Flynt is perverse in 
the same way the protagonists of most gang- 
ster films are perverse. As with the movie hero 
in Scarface, Flynt is a wretched fellow whose 
energy' nevertheless makes him exciting and 



enjoyable. The movie keeps us at a safe dis- 
tance from Flynt’s questionable character 
through the use of caricature. The farfetched, 
lewd tone eschews any of the more signifi- 
cant issues. 



The People vs. Larry Flynt 
vs. The People 

The dramatic intent of this gross spectacle may 
strike some as a little dubious: The People vs. 
Larry Flynt is a glorification of obscenity. 
Larry Flynt and his pals are the only enjoy- 
able people in the picture, whereas the pros- 
ecutors are all stern, rigidly puritanical hypo- 
crites. At an anti-pornography meeting, the 
members are shown to be abnormally inter- 
ested in the distributed copies of Hustler; 
even their attack against Flynt is a fraud, since 
they obviously don’t believe in the morality 
they advocate. Charles Keating, one of Flynt’s 
primary enemies, is revealed to be a tax swin- 
dler. That may be a fact, but there is no rea- 
son to stigmatize the whole of anti-pornogra- 
phy on the basis of one bad member. The film 
doesn’t deal honestly with the issues of free 
speech, because its own views willfully mis- 
represent those who were opposed to Flynt. 
In the ongoing conflict alThel’eople vs. Larry 
Flynt, the “People” do not receive a fair trial. 

The film’s parading dishonesty is insult- 
ing. One episode has Flynt organizing an anti- 
censorship rally in which he argues that his 
pictures of nude women are less obscene than 
those taken every year of violence. He projects 
on a screen pictures from Hustler and depic- 
tions of violence (Hiroshima, the Nazis, My 
Lai), delivering a largely propagandistic 
speech and questioning, “What v 
more obscene? Sex or war?" The 
film would have us believe that 
this is a substantial argument 
(but isn’t violence photo- 
graphed for the sake of expos- 
ing its obscenity, whereas 
Flynt celebrates the obscenity 
of his special brand of por- 
nography?). As Steinem 
pointed out, the real Flynt of- 
ten inserted elements of 
strong violence into his own 
work. There is nothing wrong 
about the scene itself, but the 
whole tone suggests Flynt as 
being honest in his speech, 
which is woefully inappropri- 
ate. 



An honest buck 

This film isn’t really about 
freedom of expression, or 
even America’s level of toler- 
ance towards pornography. The 
whole dramatic conceit that Larry 



A CARTOON FROM THE BEST Or HUSTLER MAGAZINE/ VOLUME 31 



The magazine is Hustler, the movie is Tlje Peo- 
ple vs. Larry Flynt.. The connection between 
these two examples of popular entertainment 
is the resulting media frenzy over a movie that 
takes as its subject matter Hustler magazine 
publisher and self-professed scumbag Larry 
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Flynt is sincere in his 'art’ is based on the old 
American myth of the talented individual suc- 
ceeding through perseverance and good will. 
This morally righteous Flynt is the archetype 
of the American hero, because he stands up 
for his beliefs and makes a whole lot of money 
during the course of his victorious conquest. 
Nothing veils Flynt’s manipulation the law in 
order to have the right to publish Hustler. Nor 
is there the faintest suggestion that Hustler 
grew out of one more man’s single-minded 
determination to exploit the appeal of sex in 
order to make an honest buck. The film shies 
away from the possibility that Larry Flynt was 
motivated more by money than any of his ‘be- 
liefs’ in sex. Or that 
those ‘beliefs’ were 
those of a profoundly 
deranged man. 

Almost everything 
in this picture is guided 
by an uninhibited inter- 
est in sensationalism. 
Milos Forman, by tern- 



ally righteous 
Le archetype of 
ican hero, be- 
stands up for 
» and makes a 
loti of money dur- 
|jqurse of his vic- 
j&ffinquest. 



perament a tasteful director, doesn’t exploit 
the various sex and sex-related scenes for 
mere shock effect. But the energetic rhythm 
with which he has organized his work has the 
result of reducing all the material to schlock 
entertainment. The script itself hardly lets a 
scene develop: the tightly written episodes 
roll by with only a minimal concern for dra- 
matic continuity. When Larry Flynt is 
paralyzed there is not a moment's considera- 
tion for how the event affects him (except for 
the fact that he becomes an Atheist). He 
spends five years secluded in his mansion, 
taking drugs. Vfe’re shown plenty of degrada- 
tion, but there isn’t any torment related to 
Flynt’s troubles. The whole point of this film 
is to keep the story moving, and its rapid 
motion leaves behind anything which a so- 
phisticated viewer might call “drama.” The 
exhilaration exists for its own sake. 

Larry’s gal 

It may be a little pointless to try and deter- 
mine what’s most offensive in a picture like 



The People vs. Larry Flynt, though I hazard 
its misogynistic characterization of Althea Lei- 
sure, Flynt’s Husder-girl/wife, takes the prize. 
Courtney Love, playing Althea, brings suitable 
charisma to the performance, though she can't 
escape the fact that the scenarists have con- 
ceived Althea as a simple object for Flynt's lust. 
As presented by the scenarists, Althea appears 
independent-minded and liberated in her 
sexuality; her independence consisting of 
making herself a star poser for Hustler. There’s 
no doubt over the fact that the film’s Althea is 
a heroine by Flynt's standards. 

Her devotion to Larry, which incidentally 
leads to her ruin, is meant to epitomize her 
virtue as a loyal wife. So the principal female 
character in this picture is of the whorc-with- 
a-heart-of-gold variation: she’s good for sex 
and standing by her man. And that’s all she’s 
really about. (When she dies, we don't feel 
any pain for the pathos of the character, we’re 
only meant to relate to Larry’s grief at having 
lost his “gal”). 

What’s finally disturbing about this picture 
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Flynt. Now the mainstream movie coverage 
in North America would have movie-goers 
believe that although pornography in itself 
may be morally reprehensible to upstanding 
middle-class sentiments, Larry Flynt took on 
the U.S. court system in such a way that de- 
fends every U.S. citizen’s right to freedom of 
expression. 

My problems with the film have to do with 
its embedded hypocrisies; Hustler magazine 
was the first soft-core pornographic magazine 
to, purposefully or not, question class-based 
notions of sexuality and the body, while the 
film offers a glamourized narrative of a he- 
roic crusader for free speech, Larry Flynt. If 
Hustler was born as a response to romanti- 
cized sexual imagery, The People vs. Larry 
Flynt is a strategically sentimental account 
of a man who unrepentandy enjoys sex and 
thinks that others should have that right too. 

In the same way that Hustler magazine has 
historically relished a sexuality that is (rela- 
tively) uninhibited by conventional standards 
of “good taste," The People vs. Larry Flynt is 
a slick film that caters to the mores of the 
middle-class half-price Tuesday crowd, por- 
traying the controversy invoked by Hustler 
magazine as culminating in the courtroom, 
not in the pages of the magazine itself. In con- 
trast to a magazine that prides itself on its 
sexualization of aspects of the body conven- 
tionally perceived as “vulgar,” Tlje People vs. 



Larry Flynt opts instead for Hollywood glam- 
our, managing to make even a drug-ravaged 
overweight Larry Flynt seem likable in his own 
special way. 

As the first soft-core porn magazine to de- 
pict first limp and then erect penises, gaping 
orifices and a special body odour scratch n’ 
sniff section belonging to bodies that could 
be pregnant, middle-aged, amputated and/or 
transgender, Hustler in actuality was porn that 
mocked the smooth, impenetrable body that 
was always envisioned through a soft-focus 
lens. When compared to its contemporaries, 
Playboy and Penthouse, Hustler was 
groundbreaking in that it destroyed taboos 
suppressing bodies possessing such unap- 
pealing attributes as bodily functions and flu- 
ids. 

In addition, Hustler provoked reader out- 
rage when it portrayed an interracial picto- 
rial in 1975, which according to Hustler, en- 
raged both the KKK and the NAACP. Hustler's 
column, “Hot Letters," offers a voice to even 
the most sexually depraved loser who still 
lives with his parents, allowing readers to 
write in about their fantasies and 
‘sexperiences’. 

However, whether or not the inclusivity of 
race and class in Hustler can be regarded as a 
form of emancipation is questionable. This 
‘inclusivity’ of race in Hustler often infers the 
exotic depiction of Amazonian-like black 



women with ‘in- 
human’ sexual 
appetites and or- 
gans, accompa- 
nied by articles 
such as “Why 
Black Juries Set 
Brothers Free" (on the stands now). 

While in The People vs. Larry Flynt it is 
fun to watch anti-porn activists making fools 
of themselves as they clamour to read and 
stare at the abhorrent magazine that is at once 
immoral and attractive, it is not true that the 
only people that find Hustler problematic are 
the tight-assed members of the morality squad 
who drink milk and are in bed by 9 PM every 
night. For the most part, it is Husder’s car- 
toons that have been the source of much pub- 
lic adversity since its launching, not the ‘hon- 
esty’ or explicitness of the pictorial spreads. 

When asked his response to recent com- 
plaints about a Hustler cartoon that depicts 
lynched black men as playthings for KKK 
members, Flynt answered that, “Not everyone 
understands that humour comes from mis- 
ery and misfortune... Take a stereotypical situ- 
ation, exaggerate it to a point that it becomes 
ridiculous, and it becomes funny”. We can 
safely assume that this would also be Flynt’s 
response to a recent cartoon picturing a fat, 
drunk man with a baseball bat behind his back 
standing outside of a women’s shelter, entreat- 



isn't that it was made, but that it has been 
canonized by much of the mainstream press. 
Considering that much of the tone of The Peo- 
ple vs. Larry Flynt is one of entertainment, 
one can always argue that this picture 
shouldn’t be taken so seriously. True enough, 
this film is undeserving of the attention it is 
receiving. And regretfully, I must concede, 
even to attack this “event" film is to fall into 
the trap of its publicity campaign. As Oliver 
Stone (the producer) very well knows, the 
most strident polemics are the best advertis- 
ing when a picture has been engineered to 
become a succès à scandale. 



Fuck No 






Suck No 
Monkey 




Bad newB, cocksuckers. 
Scientists studying HIV’s 
simian counterpart, SIV, 
have discovered that so- 
called Monkey AIDS is 
6,000 times more likely to 
be transmitted through oral 
sex than anal intercourse. 
Some researchers conclude 
that taking a dick in the 
ass may be safer than 
accepting a drunken 
bimbo’s blovvjob— but only if j 
she’s had a lot of sex with; 
simians. Sluts, skanks and; 
floozies of the world, keep it 
clean: Don’t fuck an ape. 
Save your monkey business 
for us. hairy beasts 
opposable thumbs. 

Volume 3 1 - hustler's version or satire 
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ing, “Come on out, honey, 1 promise never 
to do it again." 

Although Larry Flynt may not have 
founded Hustler without any ideological ba- 
sis other than making money, the magazine 
itself still upholds a politic that has been con- 
sistently racist, anti-Semitic and homophobic. 
If Hustler, as a pornographic and satirical 
magazine, simply wants to offend anyone, to 
question anything considered by anybody to 
be sacred, regardless of gender, race or eth- 
nicity, you have to wonder why its imagery 
seems to chose its subjects in such a well- 
developed and systematic formula. In other 
words, it is all very well to proclaim that no 
subject is safe from the force of a dissenting 
voice but the maintaining of institutionalized 
discrimination is a less lofty ideal. Notions of 
non-conformity and arguments about free ex- 
pression in relation to Hustler begin to feel a 
bit stale after a while. Hustler may see its ‘freer 
expression’ of sex as revolutionary, but its 
politics are far from anarchical. 

« 
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The invasion 




of the coffeebar 



by Sarah Johnson 



Recently, I noticed that my parents, 
who had previously never thought 
of coffee beyond a big metal can of 
Maxwell House, were now keeping 
pricey bags of coffee beans in the 
refrigerator — the ones they’d have 
to grind themselves. Hours after 
that discovery, my mom asked if 1 
wanted to go and “get coffee.” 
Oddly, we ended up going to the 
same coffeehouse that I had visited 
only the night before with my 
friends. 

What had happened to the 
coffeehouse culture once synony- 
mous with beatniks, black turtle- 
necks, pretentious poetry and 
folk music? While small, inde- 
pendent coffeehouses that host 
poetry and hang local artwork on 
their walls still exist in large num- 
bers, the more ubiquitous 
coffeehouse symbols today are 
the large, corporate chains that 
seem to pop up every other day. 
The dark, smoky, struggling 
coffeehouse is now the clean, 
well-lit, smoke-free, financially 
stable coffeebar where mothers 
feel comfortable hanging out. In- 
deed, where mothers bang out. 

The coffeehouse has been 
around in the Middle East and Eu- 
rope for centuries. They were places 
where strudel was eaten, revolu- 
tions planned and masterworks 
written. During the 1950s, 
coffeehouses began emerging in the 
U.S. Rooted in the bohemian tradi- 
tion of the cafés of the Left Bank, 
the American coffeehouse had a 
reputation for being a haven of sub- 
versive thought. Coffee was not the 
emphasis — it was just something 
to go with your cigarette and con- 
versation. 
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Coffee, coffee 
everywhere 

The coffeebar, in its present in- 
carnation, is a relatively new phe- 
nomenon. The Second Cup, Cana- 
da’s largest coffeebar chain, only 
arrived in Montréal three years 
ago. While the coffeebar may be 
new to North Americans, the con- 
cept of the “third place” is not. Tra- 
ditionally, people have had a third 
place that they frequented besides 
home and work — usually a bar. 
Now, as the profits of coffee chains 
can prove, many people would 
rather partake in a cappuccino 
than a cocktail. 

But is the coffeebar just another 
trend? Not as far as Starbucks is 
concerned. Currently the largest 
coffeebar chain in North America, 
Starbucks was transformed in the 
mid-1980s when CEO Howard 
Schultz went to Italy. Charmed by 
the coziness of die Italian coffeebar, 
Schultz decided to recreate that feel- 
ing in North America. One of the 
first steps was to base the store 
around espresso, a drink with lim- 
ited exposure in North America, 
rather than straight coffee. With 
1995 sales of $631 million (U.S.), 
North Americans seem to have been 
just as charmed by his interpreta- 
tion. 

By the year 2000, Starbucks 
plans to have 2,000 locations world- 
wide. Presently, there are more than 
970 Starbucks across North America 
and Japan. From its Seattle head- 
quarters, Starbucks is planning to 
expand throughout the Pacific Rim 
and into Europe. Some financial 
consultants estimate that the 
number of coffeebars will quintuple 
in the next five years. 

For some, this is a sure sign that 
the trend is about to peak. And not 
surprisingly, as Starbucks becomes 
more and more of an urban pres- 
ence, it has begun to experience a 
backlash. In Minneapolis, one com 



mumty success- 
fully organized 
to keep 
Starbucks out of 
their 
neighborhood, 
citing the need to 
protect the local 
coffeehouse and 
businesses. While such occurrences 



Besides its alliance 
with PepsiCo, Starbucks 
has also made agree- 
ments with Breyers ice 
cream to develop a 
Starbucks flavoured ice 
cream, and with Capitol 
Records to bring the 
sounds of Starbucks into 



may be rare, Toronto experienced a 
similar reaction last year when two 
downtown Toronto coffeebar neigh- 
bourhoods heard that Starbucks 
was planning to move in. 

Although they were not 
successful in stopping the 
Starbucks’ openings, their 
protest sparked a city- 
wide debate about the 
meaning of community. 



a fireplace. A coffee establishment 
with corporate backing may. And as 
much ambiance as a chain coffeebar 
may try to have, a Starbucks logo is 
still unmistakable. 

The atmosphere of a chain 
coffeebar is not a random scheme. 
In 1992, Starbucks sued a Vancou- 
ver Second Cup over similarities in 
store design. According to Barry 
Waite of Strategic Ob- 
jectives, The Second 
Cup’s public relations 
inCe firm, the matter was 

1 “settled in an out-of- 

-1CKS court-agreement, un- 

der which the terms 
of the agreement can- 
[gg not be discussed." 

Despite this court 
case, The Second Cup 
. and Starbucks remain 

ICC generous toward each 

M other in the press. 

When asked, The Sec- 
ond Cup replies that 
the field is large 
Into enough for all coffee 

competitors. And 
while Starbucks is the 
North American 
leader, The Second Cup remains the 
leader in Canada. 

The Second Cup has over 220 
Canadian locations. Starbucks may 



Second Cup’s franchise system is 
more appealing than Starbucks cen- 
trally operated corporate set-up. 
The Second Cup has also recently 
purchased the U.S. coffee chain 
Gloria Jean’s, with over 224 stores 
in the U.S. 

In Montréal, there are only two 
Starbucks locations: in the Dorval 
airport and in the Chapter’s book- 
store on St. Catherine Street (a 
space that The Second Cup, inci- 
dentally, also bid for). Beyond 
this, there are currently no plans 
to expand in Montréal. However, 
this may only be a matter of time 
— Starbucks is open across Brit- 
ish Columbia, Calgary, the greater 
Toronto area and, since October, 
Ottawa. 

Th£ conditions 
behind the cof- 



Large coffee chains such as 
Starbucks and The Second Cup 
have received criticism for the 
conditions under which their 
products are produced. The 
beans for an “ideal flavour and an 
enticing aroma" come from cof- 
fee bean producing countries, 
namely Guatemala, Kenya, Ethio- 
pia and Indonesia, where labour 
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atmosphere || 



Although Starbucks 
tries to customize each of 
its locations to fit the lo- 
cal culture, the result is 
still one of homogeniza- ra- 
tion. Where independent 
coffeebars and houses 
have historically had the 
upper hand by providing 
character and definition 
to the atmosphere sur- 
rounding it, the larger cof- 
fee chains are trying to emulate this 
to the further disadvantage of the 
smaller competitors. A smaller 
coffeehouse may not be able to have 



hare plans for 100 stores in the To- 
ronto area, but The Second Cup al- 
ready has that number in place. As 
far as investors are concerned, The 



conditions are less than desirable. 
Monitoring the situations from 
w'hich each coffee chain receives 
its beans is a difficult task — 
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chains do not contract directly 
with farms who produce coffee 
beans. Generally, small farms pro- 
duce coffee and sell it to some- 
one who mixes the beans from 
several farms together before 
sending it to the producers. These 
beans are further mixed 
with other producer’s 
beans who then sell it to 
distributors before the ac- 
cumulated beans are then 
sold to exporters. These 
exporters then sell the 
beans to the chains. 

While the corporate of- 
fices of The Second Cup in 
Toronto express concern 
over labour practices in cof- 
fee exporting countries, no 
formal code of conduct for 
their suppliers exists. They 
are, however, researching 
possibilities for such a code. 

In the meantime, a foster 
parents program has been 
established: every Second 
Cup store “adopts” a child 
from a coffee exporting or 
developing country, becom- 
ing the first major corporate 
partner for the Foster Par- 
ents Plan of Canada. The 
plan can be seen as an ac- 
knowledgment of the prob- 
lematic relationship be- 
tween coffee importers and 
their suppliers, but it may 
also be seen as merely a 
band-aid solution. 

Starbucks is regularly 
cited for its generous treat- 
ment of its workers at 
home, offering health ben- 
efits and stock options to 
any employee working 
over 20 hours a week. 
However, for those who 
are picking the beans for 
the well-trained North 
American baristas to make 
into skinny lattes, the situ- 
ation is not as pleasant. 

Under pressure from pro- 
testers, Starbucks agreed 
to draw up a code of conduct 
which is supposed to be the first 
step of improving the quality of 
life in coffee-producing countries. 
Starbucks is also sponsoring or- 
ganizations such as CARE and es- 
tablishing development and edu- 
cation programs in individual cof- 
fee exporting countries. 

However, Starbucks has also 
come under fire for its affiliation 
with PepsiCo. Starbucks and 
PepsiCo have entered into an agree- 
ment to produce a bottled coffee- 
based soft drink. PepsiCo continues 
to be the target of international boy- 
cotts because of its involvement in 
Burma, which critics say helps sup- 
port the military dictatorship in the 
country. 

Besides its alliance with PepsiCo, 
Starbucks has also made agree- 
ments with Breyers ice cream to de- 
velop a Starbucks flavoured ice 
cream, and with Capitol Records to 
bring the sounds of Starbucks into 
your own home on an official 
Starbucks CD. 



Quality or 
quantity? 

With such complete infiltration 
by the chains into the consciousness 
of coffee drinking and non-coffee 



drinking North Americans, where 
do the independent coffeehouses 
and bars stand a chance? Many stu- 
dents with hours to spend linger- 
ing in coffeebars still swear by the 
coffee and cigarette combination. 
However, the large chains generally 
don't allow smoking at their stores. 
Starbucks has a smoke-free policy 
in all of its locations so as not to 
distract customers from the quality 
of the bean which they provide. 
Since The Second Cup on St. 
Laurent became smoke-free last 
summer, many students who for- 
merly frequented the establishment 
are searching out other locations in 
which to linger. The smoke-free 
coffeebar has become more of a 
functional place to swing into for a 
shot of caffeine, rather than just a 
place to dwell. 

According to one Second Cup 
employee at the St. Laurent loca- 
tion, “People used to come in, or- 
der two coffees and stay all day. 
Now [our customers] are students 
coming in to do work, or people 



staying just for one coffee. People 
don’t stay as long anymore.” And 
while some people may leave be- 
cause of the non-smoking rule, she 
says the same number of people fre- 
quent The Second Cup because of 
it. “I don't personally see a large 
difference in the number of 
people here now com- 
pared to last year [when 
smoking was allowed]. But 
we are interested to find 
out if there has been a 
change.” 

Smaller coffeebars are 
the ones receiving the 
smoking crowd — though 
this alone may not be 
enough to stay afloat. To 
keep coffee sales growing, 
the coffeebar has also had 
to find a niche. Some have 
become specialized (such 
as Internet and pottery ca- 
fes), while others have be- 
gun to diversify, offering 
specialty teas or a better se- 
lection of food items. While 
some insiders may be sell- 
ing their stocks in coffee 
chains bracing for a change 
in the trend, the popular- 
ity of the coffeebar does 
not appear to be dimming 
on the ground level. 

Has the independent 
coffeehouse with its mis- 
matched coffee mugs and 
idiosyncratic charm been 
replaced by the organized 
coffeebar with its highly- 
trained staff and perfect 
cappuccinos? The entire 
concept of the coffeehouse 
has been redefined in 
North American terms — 
while emphasis is on a 
quality product, it is also 
on quantity and profit. As 
we become addicted to caf- 
feine by the masses, the 
coffeebar will become just 
another stop in our daily 
routine. Go into the 
coffeebar, get your coffee, 
go on with your day. The cozy 
coffeebar where one is encouraged 
to whittle the day away was the 
original inspiration for our latest 
“third place". But as more and more 
coffeebars show up everywhere, 
will they just assume the coziness 
of another neighbourhood institu- 
tion, McDonald’s? 

As far away from their roots as 
they have gone, Starbucks and 
other chains would like nothing 
more than to be that necessary stop 
in our daily routines. And while 
they insist that the market is big 
enough for everyone, there may not 
be a place for an independent 
coffeehouse when a chain coffeebar 
sprouts up on every comer. As the 
second most traded commodity af- 
ter oil, coffee is a product we obvi- 
ously depend on. We may be be- 
coming a nation who satisfies this 
need with corporate chain es- 
presso, but at least, as the Dairy 
Council has noted, people are 
drinking more milk. Even if it is 
foamed. 





daily 

classifieds 

Ads may be placed through the Daily 
Business Office, Room B-07, 
University Centre, 9h00-14h00. 
Deadline is 14h00, two working days 
prior to publication. McGill Students 
& Staff (with valid ID): $4.60 per day, 
3 or more consecutive days, $4.05 
per day. General Public: $5.75 per 
day, or $4.90 per day for 3 or more 
consecutive days. Extra charges may 
apply, prices include applicable GST 
(7%) or PST (6.5%). Full payment 
should accompany your advertising 
order and may be made in cash or by 
personal cheque (for amounts over 
$20 only). For more information, 
please visit our office or call 398- 
6790. WE CANNOT TAKE CLASSI- 
FIED ADS OVER THE PHONE. 
PLEASE CHECK YOUR AD CAREFUL- 
LY WHEN IT APPEARS IN THE 
PAPER. The Daily assumes no finan- 
cial responsibility for errors, or dam- 
ages due to errors. Ad will re-appear 
free of charge upon request If Infor- 
mation is incorrect due to our error. 
The Daily reserves the right not to 
print any classified ad. 



•High Quality Beachfront hotel for: 

TREE pool deck 4 keg parti 
•FREE daily scheduled 
events and give ways 
•On site ful tine staff 



Bui & Hot < I fro h* $259 




n the Heart 



INN RESORT 

rt of the Action 



SOLD OUT LAST YEAR! 
BOOK NOW!! 



LORI 457-0771 



INF0-1-800-599-5808 



A FULLY UCENCED& INSURED TRAVEL AGENCY 



Special oner Til JANUARY 17lti 



WORD PROCESSING/TYPING 



Success To All Students 

WordPerfect 5.1. Torm papers, 
resumes, applications, transcription of 
tapes. Editing of grammar. 28 years experi- 
ence. S1.75/D.S.P. 7 Days/week. 
Campus/Peel/Sherbrooke. 
Paulette/Roxanne 288-9638/288^016 

Word-procosting term-papori, thesos, 

reports etc. Word Perfect 5.1 Laser printer. 
Fast, professional service, good rates. Close 
to McGill, Brigitte 282-0301, 

SERVICES OFFERED 



H 



U 
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For rent 3W closed rooms. Two steps from 
Frontenac metro. Very quiet. Set up for washer 
& dryer, fridge & stove inch 1 month free rent, 
with an 18 month lease welcome 478-1943. 

MOVERS/STORAGE 



Interested In modelling or acting? Why 
not try a free photo session at our studio? 
All ages & sizes welcome. Promotion is for a 
limited time. 633-8605. Leave message. 



FOR 



SALE 



Moving/Storage, Closed van or truck. 
Local & long distance. Ott-Tor-Van-NY-Fla-7 
days, 24 hours, low rates. Steve 7358148. 



HELP WANTED 

Earn $100-200/day Master School of 
Bartending- bartending & table service. 
Complete placement agency. Leaders In the 
hospitality industry for 15yrs. McGill rate. 849- 
2828. 
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Body & Mind Escorts 
is seeking employees 
for day & night 
positions. 

18 and over. 

Call Robin 483-0809. 



Stat Camera. Itek 540. Best offer. Call 398- 
6790/6791, 

LESSONS/COURSES 

Come and practice your French with 
Francophones. Bilingual Club Hall and Half. 



African drumming or dancing courses 
with 2 masters of the national company of 
Ghana. First class free. Call 287-7639. 



Music Academy offering courses in guitar, 
bass, piano, drums, flute, vocals, sax, compo- 
sition writing etc. Tel 363-6771, 626-8194 
McGill students receive IPX discount. 

MISCELLAN E O U S 



McGILL 
NIGHTLINE 
598-6246 

Open-minded, non-judgomental, Informa- 
tive... and open into the wee hours of the 
night... call us 6pm -3am. Everyday. 398-6246 
398-MAIN. 




Reach McGill Students, staff and profs in both official languages: 
Advertise in The McGill Daily et le McGill Daily Français 
Call Boris and Letty at 398-6790/91 
Wo're hip, we're friendly, we'll try anything once! 
Professional typesetting is provided freel 
The McGill Daily: The best way to reach the McGill Community since 1911. 
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When you book one of these Contiki Holidays: 

THE ULTIMATE EUROPEAN (j^ULTRA BUDGET - Camping Tour 

Visit 1 7 European countries in 46 days) Visit 1 7 European countries in 45 days! 

from SSd/dajr; includes most meals. from J70/d«y; includes most meals. 

THE EUROPEAN ADVENTURER $ ULTRA BUDGET - Camping Tour 

Visit 1 2 European countries in 27 days! Visit 1 3 European countries in 35 days! 

from 193/day; includes most meals. from i6i/ day; includes most meals. 

Return airfare for $299* to London Is also available In conjunction 
with several shorter duration tours - 
ASK US FOR DETAILS AND A FREE BROCHUREI /O 



On a Contiki tour you spend more time having fun, because 
all the details that can make travelling a chore are taken care 
of. And now, when you book one of the above 
tours — at Voyages Gmpus, you qualify lor M VU1 



mm 



Your nearest 



VOYAGES CAMPUS 



FREE return airfare to London, England from 1480 McTavIsh optai) 



Toronto, Montreal, Ottawa, or Halifax.* 



McGill University 

398-0647 



by th$ Csnidun 
Fêdêntion ol 
Sîuôtnts 



* OHot lor lull timo students with valid International Studont ID Card (ISIC). Tour must commonce by 
09 May 1997 and must be paid in lull by 31 March 1997. Valid lor departures IromToronlo, Otlawa, 
Montreal, or Halifax only. For airfares Irom other citios chock with Travol CUTS/Voyages Campus. 



PARTY for MONEY 

Money-making opportunity for individuals, 
associations, clubs, student organizations... 

Organize a parti/ or event and get paid for it! 

VOL DE NUIT -ft 

14 Prince Arthur East, MTL (514) 845-6243 



1420, Peel st., 

2 doors above ste-catherine 
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Subject to beverage purchase.Valid until Febuary 16, 1997 
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Subject to beverage purchase.Valid until Febuary 16, 1997 
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BAGELS 

14 VARIETIES 

THE OLD FASHIONED WAY 

Sandwiches prepared fresh all day 



15% off your purchase with valid McGill i.d. 

until Feb 28 




M A X S 

BAG (L 

CAFE 



1247 avenue McGill College 



LBGTM PRESENTS: 






E'VùhX't 



Wine & Cheese 



Subject to beverage purchase.Valid until Febuary 16. 1997 



Potluck Dinner 



- Friday, January 24 * 7:00pm 
at 3521 University (corner Milton) 

- Friday, January 31 - 7:00pm 
at 3521 University (corner Milton) 






Coming Out Group 

u 

Bisexual Group 
Women's Group 



Men's Group 



- Fridays at 5:30pm in basement 
of 3521 University (at Milton) 

- Wednesdays at 5:30pm in Shatner 
Building rm. 423 

- Thursdays at 6:30pm in Shatner 
Building rm. 423 

- Fridays at 7:00pm in basement of 
3521 University (at Milton) 



For more info, call 398-6822 
HTTP://VUB.MCGILL.CA/CLUBS/LBGTM/ 




RENDEZ-VOUS 



with the world of art 




http://www.generatlon.net/sbyl 



IÉ internet site 




Saldye BronlmÿaCenlie lor Ihe Art j 
Jr ThéçM la licorne 
.A^éirtre la Chapelle 
j^pwWftÆompagnie Théâtrale 

y DANCE u 

afGrands Ballets Canadlejiri 
l'Agora de la dans^f & 
/ Montréal 

Graffiti TangorL^'î'^lr 
Tangenla^pTs^MF 

Montreal MuJBympf fjffe Arts 
Montreal Museun/of COfflemporary Art 
McCord Museum of CgfrotjJan History 
Centre lor C^adlqpAr.çhlfectufe 

-■ 

// 

Monffg'al Syfflpjjprty Ofcheitil 
/ L f Gpeiü cîe' i Montréai 

PkHL 

Soctëte demi 



Thinking about 
Coming Out this year? 







SIENA SUMMER MUSIC 



# «, . 



Culture, language, travel, 
concerts, Credit/non-credilvAn^y 
Rome, Venice, 3 days in 
Switzerland. Studenls, Grads, 
Professionals; July 14 to August 17, 
Cost $1,785. Special low cost charter 
flight; Write/call: 203-754-5741 
SESSI0NE SENESE PER LA MUSICA/ARTE 
Director, 595 Prospect Road, 
Walerbury, CT 06706 













